Objectives In Jordan, drive-thru pharmacy service has recently been introduced representing a new trend in community pharmacy services. This study aimed to evaluate pharmacy customers' awareness and perceptions towards the drive-thru service to unveil important information regarding such service. Methods A Self-administered questionnaire was used in this cross-sectional study which was conducted in Amman-Jordan between April and August 2017. A Self-administered questionnaire was used to evaluate pharmacy customers' awareness and perceptions towards pharmacy drive-thru services. Factors affecting customers' use of this service was also investigated. Key findings A total of 789 pharmacy customers participated in the current study. Mean age of study participants was 27.7 years (SD = 10.6) and half of them were men (n = 397, 50.4%). Although 26.8% (n = 212) of the customers knew that the drive-thru pharmacy service was newly implemented in Jordanian pharmacies, only 10.9% (n = 86) reported to have used this service. Customers (59.1%) expressed their support for the introduction of this service to pharmacy practice in the country. Certain factors affected customers' use of the drive-thru pharmacy service positively, including male gender, Jordanian nationality, non-single marital status and having children (P-value <0.05). Conclusions This study demonstrated positive customer awareness and perceptions towards the drive-thru pharmacy service. Busy customers seem to use this service more (men being married and having children). Hence, this service seems to be most beneficial to a certain type of customers. However, concerns about poor communication between the pharmacist and the patient represented the main disadvantage of the drive-thru service.
Introduction
The role of pharmacist is expanding along with the advancement of pharmacy services provided to customers. [1] Pharmacists are the most accessible healthcare providers to the public, [2] and they represent the front line professional element of health care who are focusing on the self-care for the population. [3] Community-based pharmacy services have evolved greatly from the conventional drug dispensing methods. [1, 4, 5] Drive-thru or drivethrough pharmacy service is one example of the numerous newly emerging community pharmacy services, [6] which was started in 1990 in the United States of America (USA) via Walgreens Pharmacies (the second-largest pharmacy store chain in the United States) and now it is scattered across the USA.
Drive-thru pharmacy service represents a current trend in retail pharmacy to promote faster dispensing of medications, thus enhancing convenience by customers [6] and improving patient satisfaction. [7] Convenience is an important determinant for customers when selecting their community pharmacy. [8, 9] However, faster dispensing doesn't always mean better, safer, or higher quality patient care. This raises a number of concerns involving this service, including the ability of pharmacists to provide an acceptable level of care at the drive-thru window as they would at the store. [9] Few studies have reported that pharmacist-patient interactions might be richer when counselling takes place in the pharmacy counselling area compared to counselling at the drive-thru window. [10, 11] In addition, the drive-thru service may interfere with the pharmacist's role by limiting patient counselling. [11] In Jordan, drive-thru pharmacy service has recently been introduced representing a new trend in community pharmacy services. It is essential to determine customer's awareness and perceptions towards newly introduced pharmacy services in the country to unveil important information regarding such service. [12] Hence, the present study aimed to evaluate pharmacy customer awareness and perceptions towards the drive-thru pharmacy service in Jordan; in addition to exploring factors affecting the use of this service.
Methods

Questionnaire development
A structured questionnaire was developed based on a previous study evaluating customers' perception of drive-thru pharmacy service in Malaysia. [13] To assure linguistic equivalence, the questionnaire was translated into Arabic and back translated into English by a different person. Then, content validity was performed by selecting a pilot sample of 10 customers to evaluate the initial draft of the questionnaire in terms of clarity and comprehension of the questions included.
The final version of the questionnaire contained 29 questions/statements other than demographic data questions. All questions/statements were close-ended questions. The questionnaire consisted of four domains, including: (1) customers' general awareness about drive-thru pharmacy service (10 questions), (2) perceived differences between drive-thru and in-store drug refill services (seven statements), (3) perceived advantages towards the drive-thru pharmacy service (four statements), (4) perceived disadvantages of the drive-thru pharmacy service (eight statements).
Sample size calculation and sampling technique
Sample size was calculated based on a previous study that evaluated customers' awareness and perceptions towards the drive-thru pharmacy service in Malaysia. [13] The study revealed 60% awareness regarding the drive-thru service. Accordingly, using a precision value of 5%, and 95% level of confidence, a minimal sample size of 369 customers was considered to be representative for the purpose of this study. A higher sample size (1000 customers) was considered to be recruited into this study. A convenience sampling technique was adopted in this study to recruit study subjects to fill out the questionnaire.
Study design and data collection
This cross-sectional study was conducted in Amman-Jordan between April and August 2017. During the study period, two pharmacy students introduced the study questionnaires by hand to 1000 participants form different areas in Amman, of which only 789 agreed to participate (response rate = 78.9%).
The method used in this study was a selfadministered questionnaire, and data collection form was designed to gather customers' information in an anonymous way. Participants were recruited from different settings including universities, malls and pharmacies. Inclusion criteria included adults (≥18 years), who live in Jordan and who read/understand Arabic.
Ethical consideration
The study was approved by the Institutional Review Board (IRB) at the Jordan University Hospital (Reference number: 65/2017). All customers provided informed oral consent prior to study entry.
Statistical analysis
Coded data were entered and analyzed using statistical package for social science (SPSS) version 22 (SPSS Inc., Chicago, IL, USA). Descriptive analysis was used to demonstrate the characteristics of the study population. Mean and SD were used to express continuous variables, while frequency and percentages were used for categorical variables.
Chi-squared test was used to evaluate factors affecting customers' use of the drive-thru pharmacy service. [14] A Pvalue of <0.05 was considered statistically significant and all tests were two tailed.
Results
Socio-demographic characteristics of customers
A total of 789 pharmacy customers agreed to participate in this study. A total of 211 customers refused to participate in this study, reasons for refusing to participate were lack of time (n = 150, 71.1%) and not interested in participating in research study (n = 61, 28.9%). Mean age of the study participants was 27.7 years (SD = 10.6) and half of them were men (n = 397, 50.4%). The majority had a diploma/BSc degree or higher (n = 635, 80.6%). Most participants were single (n = 509, 64.6%) and have no children (n = 537, 68.3%).
The majority of participating customers reported a monthly income of <600 Jordanian dinar (JD; n = 569, 78.7%; one JD equals to 0.71 US Dollar), and most of them visited at least one pharmacy within the last month (n = 765, 96.8%). Summary of participating customers' characteristics is summarized in Table 1 .
Customer awareness about the drive-thru pharmacy service
Less than half of the participants revealed that they have heard about the drive-thru pharmacy service (n = 346, 43.9%). The most important source of customers' knowledge was from their friends (21.2%, n = 167; Figure 1 ). Although 26.8% (n = 212) of the customers knew that drive-thru service started to be implemented in Jordanian pharmacies, only 10.9% (n = 86) of them used this service previously.
Customer perceptions towards the pharmacy drive-thru service
A positive perception was found with regards to customers perceptions towards the drive-thru pharmacy service in Jordan (Table 2 ). More than half of the participants believed that the introduction of the drive-thru service makes pharmacy services more efficient, that outstanding pharmacies should have the drive-thru service, that the drive-thru pharmacy service is a friendly service; and that the drive-thru pharmacy service can improve customers' satisfaction with the pharmacy profession.
Customers expressed their support of the newly introduced drive-thru pharmacy service, as a part of pharmacy practice in the country. On a scale of five, ranging from highly supportive to highly unsupportive, 59.1% (n = 467) of the customers were found to be highly supportive or supportive. As for customers' perception towards the image of pharmacists following the introduction of the drive-thru service, only 19.3% (n = 146) believed that pharmacists who use the drive-thru service would be more concerned about the health of patients than with the business side of their work.
Factors affecting customers' use of drive-thru pharmacy service
The relationship between the socio-demographic factors and the use of drive-thru service is shown in Table 3 . Male gender, Jordanian nationality, non-single marital status and having children were found to positively affect customer use of the drive thru pharmacy service (P-value <0.05).
Customer-perceived differences between drivethru and in-store drug refill Customer-perceived differences between drive-thru and instore drug refill are presented in Table 4 . More than 60% of the customers perceived drive-thru pharmacy service as a quick prescription provision service, more accessible and more convenient compared to in-store pharmacy services. On the other hand, customers believed that pharmacist providing the drive-thru service, being available to answer their questions to a lesser extent (n = 463, 58.6%), providing less written information (n = 484, 61.2%), and not explaining important points about their prescriptions (n = 505, 63.9%). Many customers believed that the drive-thru service is only suitable for refill prescriptions (n = 472, 59.7%) and purchasing OTC products (n = 412, 52.2%).
Customer-perceived advantages and disadvantages about drive-thru pharmacy service
The most important advantage of the drive-thru pharmacy service as perceived by 79.0% of customers (n = 624) was serving sick patients, elderly, disabled people, followed by the being comfortable for parents with children in the car (n = 622, 78.7%; Table 5 ). On the other hand, the most perceived disadvantages of drive-thru services being affecting the interaction with pharmacists, where 64.8% (n = 512) believed that such service may restrict the opportunities for needed interactions with the pharmacist due to pharmacists' inability to offer the right level of interaction and care while trying to meet speed targets. Also 60.7%
(n = 479) felt that this service may restrict the opportunities for interactions with the pharmacist because of customers' inability to ask questions in such a rush environment. Other related disadvantages are presented in Table 5 .
Discussion
This study sheds light on customers' awareness and perceptions with the drive-thru pharmacy service recently introduced in the Jordanian community pharmacy market. With the increased level of competitiveness between companies investing in community pharmacy services in Jordan, some pharmacies implemented this service to offer an easy and fast service. In order to achieve that goal correctly, it is very important for such services to be carefully reviewed and improved to fulfil patients' needs and expectations. [15] However, awareness, perceptions and experiences surrounding this service from a customers' perspective still lay unclear. This study is considered the first to trigger this issue in Jordan and the surrounding countries.
The study revealed that more than half of the respondents are not aware with the existence of the drive-thru service in Jordanian community pharmacies. This was not surprising, as the service is still of recent origin, only implemented in a small number of chain pharmacies and in areas known for their higher socio-economic status. These facts may also explain why only 10% of the respondents reported to have tried this service. Being a none-conventional service, it is expected that it would take more for the drivethru service to be known by most customers. [16] Drive-thru service is extensively well established in community pharmacies in Malaysia, and this explained the higher awareness rate observed among pharmacy customers, where more than half of them (59.7%) reported that they knew about the service. [13] Respondents to this study showed positive perceptions towards the drive-thru service in community pharmacies in Jordan. They went further by indicating that adopting such service would enhance customer satisfaction due to quick prescription dispensing time, leading to less waiting time at the pharmacies compared to in-store services. Parking, for example, represents a daily struggle to patients, especially during peak hours. As reported previously, many respondents (75%) agreed that drive-thru pharmacy service reduces parking problems. [16] Also, when it comes to customer satisfaction, time is always an issue; two previous studies reported that participants were satisfied with the service as it managed to reduce waiting time. [13, 17] This was in concordance with our results, where customers believed that this service is effective reducing waiting time and getting medications without delay.
Findings of this study revealed factors associated with customers' use of the drive-thru service. Men were more likely to use the drive-thru service than women (Pvalue = 0.025). Interestingly, results were in contrast to findings by Lee and Larson, [11] where women tended to use the drive-thru service more often than men (Pvalue = 0.001). This could be attributed to culture differences between the USA and Jordan. Men in the Jordanian community might prefer faster services and minimum waiting time due to their busy lifestyle, and the fact that they hold the responsibility of buying needed goods and medications for the family. It was not surprising that married respondents, especially those with children, were more likely to use the drive-thru due to it being more convenient in getting served while staying in the automobiles, so parents do not have to leave their children alone or bring them into the pharmacy.
According to Lee and Larson [11] , younger people were more likely to use this service than elderly customers. No such findings were revealed in this study. Further studies Table 4 Customer-perceived differences between the drive-thru service and in-store drug refill services (n = 789)
No.
Statement Strongly agreed/agreed 1 Prescription might be filled more quickly in drive-thru compared to in-store refill 549 (69.4) 2 Pharmacist might be less available to answer questions using drive-thru service compared to that of in-store refill 463 (58.6) 3
Written information might be less supplied using drive-thru pharmacy service compared to in-store refill 484 (61.2) 4
Pharmacist cannot explain important points about prescription while providing drive-thru service compared to that in-store refill 505 (63.9) 5 Drive-thru service provides the accessibility and convenience to customers more than the in-store service 479 (60.6) 6
Unlike in-store service, drive-thru service is suitable only for refill prescription but not for new prescription 472 (59.7) 7
Unlike in-store service, drive-thru service is suitable only for OTC but not for prescriptions medications 412 (52.2) 5 Drive-thru service may reduce the ability of patients to check the medications they pick up to confirm they received the right medicine.
(57.0) 6
Getting prescriptions dispensed as quickly as possible using drive-thru service, the quality of pharmacy service will drop 428 (54.2) 7 Drive-thru services restricts the opportunity for interaction with the pharmacist because the customer feels they can't ask questions while they're being hurried through 479 (60.7)
8 Drive-thru services restricts the opportunity for interaction with the pharmacist because the pharmacist isn't able to offer any level of interaction while meeting speed targets 512 (64. 8) are needed to investigate the effect of age and other factors on the use of drive-thru services in Jordan.
In the pharmaceutical care context, pharmacists are supposed to deliver the best care in the most suitable location for patients or customers. [18] Participants of this study had strong perceptions about the drive-thru pharmacy service positively serving specific groups of people, including the sick, elderly and disabled (79%). This was similar to the findings reported by the study of Yuh-Feng Lin et al., [19] that drive-thru pharmacy service particularly targeted those patients with limited mobility, who don't need to get out of their cars, and for commuters who need to pick up medications without delay. Furthermore, being counselled in their own car, patients may feel higher level of privacy in comparison to being counselled in the pharmacy premises, where no specified private counselling areas exist. Had the pharmacist-patient encounter been managed well, and the drive-thru area allowed minimal noise and distraction, the outcome could be fruitful and positive.
As with any new trend, customers may still have concerns regarding feasibility and quality of the service provided. Ideally pharmacist need to interview patients, document their information, and set an individualized care plan with them. In addition, patient-pharmacist encounter depends largely on initiating a professional relationship with them. Weather this could be achieved through drive-thru pharmacy service raises another important question yet to be clarified and further assessed.
There is limited research on the use of drive-thru services in community pharmacies and their disadvantages. [10, 20] Many customers in the present study believed that such service may restrict the opportunity for interaction with the pharmacist because they can't ask questions while being hurried through. This finding was supported by previous studies stating that the drive-thru service could decrease counselling time between patients and pharmacists. [10, 21] According to Lee and Larson [11] , one-third of the drive-thru users indicated that patient service that entailed direct patient-pharmacist interaction were provided better during in-store refill service. Also patient-pharmacist interactions happening in-store might be richer, particularly for patients with limited English proficiency. [10, 11] On the contrary, a Malaysian study reported that only 4% of pharmacy customers believed that dispensing medications through drivethru window may affect pharmacists-patients interactions. [13] Respondents of this study were concerned that dispensing errors might take place due to the fast service provided. A previous study showed that dispensing and communications errors, efficiency problems, and other obstacles may occur in the community pharmacies as part of the drive-thru window service. [20] Finally, this study explored customers' awareness and perception towards drive-thru service for the first time in the Middle East. However, certain methodological limitations are found. The questionnaire relied on customers' selfrated assessment of their own perception, which may have resulted in over estimation of the results. Also, it might be difficult to generalize the study results to other geographical areas in Jordan due to the differences in healthcare setting between the capital (study location) and other cities in the country.
Conclusion
This study demonstrated positive customer awareness and perceptions towards the drive-thru pharmacy service. Busy customers seem to use this service. Hence, this service seems to be most beneficial to a certain type of customers. However, concerns about poor communication between the pharmacist and the patient represented the main disadvantage of the drive-thru service. Further studies are needed to investigate the quality of the service and applicability of the different pharmaceutical care services when adopting the drive-thru model for customers and pharmacists.
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